Although
customers' satisfaction/dissatisfaction (CS/D) results from their comparison of costs and benefits of the purchase to themselves, relative to anticipated consequences, most prior research focuses on the role of benefits in CS/D (Churchill and Surprenant 1982; Ellis and Witt 1994) , or only scantly considers the influence of costs (Dunn Ross and IsoAhola 1991; Geva and Goldman 1991) . Furthermore, prior research tends to assume the set of benefits to be similar and fixed for all consumers in a particular purchase situation (Oliver 1981; Tse and Wilton 1988 The first factor (eigenvalue=3.26; coefficient a=0.606) refers to the "search benefits" of amusement parks including the presence of animals, self-participating activities, and circus or magician shows. The second factor (eigenvalue=2.11; coefficient a=0.637) refers to the "search costs and conditions" including the entrance fee, driving distance to the park, and the presence of arrangements for bad weather. The third factor (eigenvalue= 1.88; coefficient a=O.583), labeled "experience costs and benefits", includes items like neatness and cleanliness of the park and waiting times. In a similar fashion as the desired costs and benefits, three subscales of actual costs and benefits were constructed. Differences in costs and benefits among amusement parks and among visitor segments were tested with 3 x 5 x 2 ANOVA's (Table 1 ). The main interest here is in differences among segments (Fodness 1994) , and in the interaction between parks and segments. The results indicate that families with young children differ from singles in desired search benefits; parents explicitly seek benefits for their children. They also seem to attach greater sample as a whole, and the segment consisting of families with children. The amusement parks' performance on experience costs and benefits as perceived by visitors has a significant effect on the sample as a whole and the singles segment.
In addition, for the sample as a whole, it appears that the more important experience costs and benefits are, the lower satisfaction will be. Actual search costs and conditions did not affect CS/D. In sum, the results of the study indicate that search costs and search benefits are independent antecedents of consumers' evaluations of amusement parks. Experience costs and experience benefits seem to be instant tradeoffs. Visitor segments differ in the benefits sought and in the costs avoided when visiting amusement
parks. This appears to be true for search benefits, search costs and conditions, and experience costs and benefits. As one might expect, amusement parks differ in performance with respect to these factors. Different consumers of amusement park services search for different cost-benefit combinations and, therefore, they evaluate parks on a unique set of characteristics associated with its offerings. Although sociodemographic variables are often considered to be "out of date" as a segmentation basis, this study shows these variables to be very important. Whereas the distinct impact of search costs and conditions, search benefits, and experience costs and benefits in the choice of an amusement park is highly significant, the distinct effect of search costs and conditions on CS/D is not. Apparently, customers of the park have accepted the search costs and conditions as they are actual visitors. 
